Purpose: This study examined the effect of electronic word of mouth and perceived value on purchase decisions of foods when using the Go-Food Application, which is a purchase decision mediated by trust. The increasing the number of Go-Food Application users makes this study a timely survey.
INTRODUCTION
In this digital era the development of technology has a great impact on daily life for its users. Technology increasingly makes things easier for people in conducting their activities, including for businessman or enterpreneurs. Creating an innovative and creative thing in running a business will differentiated from its competitors. Creating a technology based business or online business has became a trend in this era and fulfills the increasing of people's diverse needs. The proliferation of online businesses in Indonesia is also caused by the country's s high number of internet users Based on the data, Indonesian internet users have been increasing every year. One of the businesses that is enjoying extraordinary success is Go-Jek Indonesia Ltd., which provides an application that can be downloaded on iOS or android based smartphones. This application is called Go-Food from which people can order foods. The availability of restaurants in the application is about 30,000, and even more have become partners of the Go-Food application by providing many kinds of foods to choose from www.go-food.co.id. The following insight is based on the result of a survey conducted using a business perspective on how many Go-Food users exist and what are other similar mobile applications used for ordering foods.
Tab. 2 shows the survey was conducted on 400 respondents that use one or more food applications. Go-Food has 46% users, and compared to its competitior namely Grab Food, which is only has 1% users. This marked difference indicates that the Go-Food application is preferred by users. Further information from the survey shows that users who have more than one application on their mobile device are mostly Go-Food users. The result means that the users of the Go-Food application have reached more than 90% of the total number of respondents. The study was preceded by identifying the following issues from other studies:
(1) A research conducted by Baskara (2014) stated that trust does not affect significantly on purchase decisions, whereas Permatasari (2015) found that trust has a positive and significant effect on purchase decisions. This leads to the research question of customer trust towards the Go-Food application while deciding to order foods. (2) To create a positive electronic word of mouth (E-WOM) promotion will be difficult if the services provided are not in-line with customer expectation. Thus, the question of how E-Wom can affect trust and purchase decision on Go-Food users is derived. In addition, (3) through perceived value, a customer can evaluate and judge the product or service before it is purchased. If the experience of ordering food through the Go-Food application is unfavorable, it will impact the perceived value, which becomes negative and will affect trust and subsequent purchase decisions.
Based on the above problem identification, the research problems are as follows:
(1) Is purchase decision influenced by electronic word of mouth? (2) Is purchase decision influenced by perceived value? (3) Is purchase decision influenced by trust? (4) Is trust influenced by electronic word of mouth? (5) Is trust influenced by perceived value?
Subsequently, the objectives of this research are as follows: (1) To prove the effect of electronic word of mouth on purchase decisions. (2) To prove the effect of perceived value on purchase decisions. (3) To prove the effect of trust on purchase decisions. (4) To prove the effect of electronic word of mouth on trust.
(5) To prove the effect of perceived value on trust.
LITERATURE REVIEW
According to Kotler and Keller (2016, pp. 198) , at the evaluation stage, a consumer will choose one preferred thing among several brands and will also create an intention to purchase it. This means that people will decide if a product or service to be bought already exists among alternative options, enabling evaluation and the best choice in the end. Schiffman and Kanuk (2009, pp.112) assert that a purchase decision is the choice of two alternatives, which means when someone makes a purchase decision, the act is already to choose one of several options. Purchase decision involves how the process of decision making is done.
Previous studies show that one of factors that influences purchase decisions is electronic word of mouth. Electronic word of mouth is a positive or negative statement that is made by potential customers, actual customers, and previous customers regarding to the product or company. This information is available for people or institutions via the internet. The development of online media makes it easy to deliver information. Jalilvand and Samiei (2012) said that electronic word of mouth is an important online space for customers to give their opinions and is considered more effective rather than word of mouth because its scope and accessibility is broader.
A study conducted by Themba and Mualala (2013) reported that electronic word of mouth affects positively and significantly on purchase decision. This means that experience expressed through electronic word of mouth will affect purchase decisions. Chang, Lee and Huang (2016) also found that electronic word of mouth affects positively and significantly on purchase decision. Almana and Mirza (2013) reinforces the finding that electronic word of mouth affects positively and significantly on purchase decision. This is due to many consumers obtaining information about products online, especially comments and reviews by other consumers. Based on the findings above, this research purposes the first hypothesis:
H1: Electronic word of mouth affects positively on purchase decision. Another factor that influences purchase decision making is perceived value. Before making a purchase decision, generally customers will evaluate the product or service that is offered. The evaluations include comparingprice, quality, and whether or the product fulfills the customer's needs. Mosavi and Ghaedi (2012) stated that perceived value is defined as customers perceive the sacrifice and expenditure given in accordance with benefits they expect. Kotler and Amstrong (2014, pp.35) suggested that perceived value is based on customer evaluation about a product or service that is offered and considers the benefits received and cost incurred. Therefore, it can be concluded that perceived value is a customer's assessment of a product or service before purchasing it.
Research conducted by Yee and San (2013) stated that perceived value affects significantly on purchase decisions. This means that when perceived value is good, a customer will have a greater purchase decision intent. Hoang, et al. (2016) found that perceived value affects positively and does not significantly impact on purchase decisions because consumers think that perceived value does not necessarily guarantee a product has good quality. Priansa (2016) argued that perceived value affects positively and significantly on purchase decisions. Based on the findings above, this research purposes the second hypothesis:
H2: Perceived value affects positively on purchase decision.
Trust is also a factor that influences a purchase decision. Morgan and Hunt (1994) argued that trust arises as a result of the partner reability and integrity, which is demonstrated through various attitudes such as consistency, competence, fairness, responsibility, and caring. Kim, Ferrin and Rao (2008) showed that trust plays an important role in the e-commerce system, how trust is the first thought of a consumer before doing an online transaction. If customers do not trust e-commerce, they will not buy a product or service.
Research conducted by Anggraeni and Madiawati (2016) stated that trust affects significantly on purchase decisions because many customers already trusted a product such as Traveloka Apps. Chin, Wafa and Ooi (2009) revealed that trust affects positively on purchase decisions. However, Baskara (2014) asserted that trust affects positively but not significantly on purchase decision because lack of attention during the transaction makes consumers feel uncertain about doing a purchase. Based on the findings above, this research purposes a third hypothesis:
H3: Trust affects positively on purchase decision.
A study conducted by Al-Debei, Akroush and Ashouri (2015) found that electronic word of mouth affects positively and does not significantly impact on trust. This is due to lack of information obtained by customers; they feel doubt in terms of personal data security and the transaction. Furthermore, Abubakar, et al. (2017) found that electronic word of mouth affects positively ontrust. Xiaorong, et al. (2011) agreed that electronic word of mouth affects positively and significantly on trust because when information is received continuously, this consistency increases the level of a customer's trust. Based on the findings above, this research purposes the fourth hypothesis:
H4: Electronic word of mouth affects positively on trust.
Research conducted by Lai (2015) stated that perceived value also affects positively on trust. Widiartini and Yasa (2017) found that perceived value affects positively and significantly on a customer's trust. Chinomona, Okoumba and Pooe (2013) found that perceived value affects positively and significantly on customer's trust when deciding to purchase a gadget. Based on the findings above, this research purposes the fifth hypothesis:
H5: Perceived value affects positively on trust. 
METHODOLOGY
According to Sekaran and Bougie (2013, pp. 240 ) population refers to an entire group of people, events, or things that attract a researcher to investigate it. The population for the current study is the users of the Go-Food Application in Jakarta. A Likert scale is more suitable to be used would this population because the Likert scale aims to measure attitudes, opinions, and perceptions of a person or group about a given social phenomena (Sugiyono, 2012, pp. 134 ) with a range from 1 to 5.
This research used nonprobability sampling with a convenience sampling technique, in which, according to Solimun (2002) the size of the sample is about 5 to 10 times the number of manifest variables (indicator) from the entire latent variables (see also Karno and Purwanto, 2017; Jauw and Purwanto, 2017) . The number of the whole indicator in this research is 24, and minimal sample size be used in this research is 24 × 7 = 168 samples. In this research, the sample used is 175 respondents, which exceeds the recommended minimum.
According to Ghozali (2013, pp. 53) , the validity test is used to measure whether or not a questionnaire is valid. A questionnaire is valid if the questions or statements are able to measure something that are in accordance with the questionnaire itself. Hair, et al. (2010) stated that an indicator is valid if it has a loading factor value ≥ 0.50. A questionnaire is reliable if a respondent's answer is stable over time. In this research, an indicator of each variable is reliable if Variance Extracted (AVE) ≥ 0.50 and Construct (CR) ≥ 0.70 Reliability (Ghozali, 2013, pp. 47-48 
FINDINGS AND DISCUSSION
All questionnaires were disseminated online, with 175 respondents who are considered to have appropriately completed the survey. Furthermore, respondents will be identified into several demographic categories for customer segments in order to better understand response characteristics. Respondents are grouped by gender. 65% were women and 35% were men. Based on age, there are of respondents 3% under 17 years old, 61% between 17 to 25 years old, 24% between 26 to 35 years old, 11% between 36 to 50 years old, and 1% over 50 years old. Education can be divided into 3% having completed junior high school, 46% senior high school, 11% having a diploma, 38% having earned a bachelor's degree, and 2% with a master's degree. Regarding occupation, 9% were house wives, 53% were private employees, 26% were students and 13% were self employed. Based on monthly income, 23% earn 1-5 million, 38% earn 6-10 million, 10% earns above 10 million, and 28% have not earned an income yet. Based on Tab. 3, all variables and indicators are shown to be valid and reliable because they met the criteria of standard loading factor (SLF ≥ 0.50), variance extracted (AVE ≥ 0.50), and construct reliability (CR ≥ 0.50). Prior to hypothesis testing, the data needs to be tested using the Goodness of Fit test.
Tab.4 shows that all of the indexes in the Goodness of Fit test are fit or good. The chi square result is 259.594, which is smaller than the degree of freedom 263.147 with the level of significance set to 0.05 (5%) which is good or fit. Other criteria such as Probability, RMSEA, GFI, AGFI, CMIN/DF, TLI, CFI are fit and results are also supported by the value of loading factor for each indicator being valid. The next analytic step is hypotheses testing to find out whether the hypotheses are accepted or not. The test itself will be looking at p-value on the output of regression weights. If the p-value is less than 0.05, then the hypothesis is accepted and significant. The table of regression weights are shown in Tab.5. Hypothesis 1 (H1) states that electronic word of mouth has an effect on purchase decision. On Tab.5 shows that -value is 0.041 or under 0.050, so the hypothesis is accepted. This means that electronic word of mouth affects the respondents to use Go-Food application. Hypothesis 2 (H2) states that perceived value has an effect on purchase decision. Tab.5 shows that the p-value is 0.033 or under 0.050, so the hypothesis is accepted, which means that perceived value of respondents affects them to make a purchase decision through the Go-Food application. Hypothesis 3 (H3) states that trust effects purchase decisions. Tab.5 shows that the p-value is 0.008 or under 0.050, so the hypothesis is accepted. This means that the majority of respondents trust the Go-Food application and will make a purchase decision when using the application. Hypothesis 4 (H4) states that electronic word of mouth has an effect on trust. Tab.5 shows that the p-value is 0.040 or under 0.050, so the hypothesis is accepted. This result means that electronic word of mouth affects a respondent's trust in using the Go-Food application. Hypothesis 5 (H5) states that perceived value impacts trust. Tab.5 shows that p-value is 0.000 or under 0.050, so the hypothesis is accepted, meaning that perceived value of respondents affects their trustin using the GoFood application.
The study proves that the first hypothesis is accepted, which is that the electronic word of mouth has a direct positive effecton purchase decisions. This finding is supported Themba and Mulala (2013) whereby electronic word of mouth affects positively and significantly on purchase decision. The majority of respondents' ages are between 17-25 years old, and at that age the respondents are likely to have a sense of curiousity to prove something. If the information about Go-Food are interesting, then the user in this age bracket is likely toimmediately make a purchase. The average respondent income is 6 to 10 million IDR or about US $600 to $1,000 (39%), and it is possible to purchase through Go-Food application.
The study also proves that the second hypothesis is accepted, in which perceived value has direct positive effects on purchase decisions. This result is supported Yee and San (2013) who also found that perceived value affects significantly on purchase decisions. Regarding the respondent's profile who are dominated by young ages and good educational background, it is easy to find out any information through the internet and users can interact with others about the GoFood application. This leads them to form a sense of perceived value.
Respondents have gained experiences after using the application and most of themagree with the perceived value statements and will form a purchase decision. In this research, perceived value affects positively on purchase decision, which means they think positively thus far about the Go-Food application.
The third hypothesis also is accepted. Trust has a direct positive effect on purchase decisions. This result is supported by Anggraeni and Madiawati (2016) who argued that trust affects significantly on purchase decisions. By looking the majority of respondents being 17-25 years old (61%) and most recent education is senior high school (44%), nonetheless students (27%) are smart to formulate trust by feeling the services given. When the trust is established, the tendency to buy foods through the Go-Food application will be greater. Most of them also claim that they learned about the Go-Food application for the first time from friends or relations (36%), which means they can find out more about the application by asking people they know directly. Therefore, the trust itself can increase the purchase transactions.
The fourth hypothesis is also accepted, demonstrating that electronic word of mouth has a direct positive effect on trust. This result is supported by the work of Xiaorong, et al. (2011) who that electronic word of mouth affects positively and significantly on respondent's trust. The respondents' profile shows that the majority of them are 17-25 years old (61%) and have a tendency to think critically, whereby they can analyze the truth of information through social media. This is also supported by good background education being senior high school (44%) and recent technological advances will facilitate them to seek information through electronic media because it easier and faster than more traditional means of obtaining information from from others face-to-face. In this research, what has been read about the Go-Food application through social media will create a respondent's trust.
Finally, the fifth hypothesis also is accepted, in which perceived value has a direct positive effect on trust. This result is supported Widiartini and Yasa (2017) who stated that perceived valuehas apositiveand significant effect on trust. Through the respondent's profile, most of them have a good background education, which is senior high school (44%) up to bachelor's degree (40%), such that these respondents can evaluate information before developing trust in order to form a perceived value later. This perceived value is not limited by evaluation of quality band price, but also by how the respondents feel about the Go-Food application itself. They tend to do an assessment before finally being able to trust the application
CONCLUSION
The above summaries provide the conclusions for the current research. Firstly, purchase decision is affected by electronic word of mouth, which means electronic word of mouth is being read in social media and can encourage people to buy foods on the Go-Food application. Secondly, purchase decision is affected by perceived value, which means the better perceived value formed by Go-Food users, the higher the tendency to purchase foods through the application. When the services given are good, that will create a better perceived value because users can evaluate all services from the experiences, whether it already met their needs or not. Thirdly, purchase decision is affected by trust, which means if trust is increased, then the purchase decision will be increased as well. Creating the customer's trust is not easy but Go-Jek needs to improve service quality especially in the Go-Food apps. Fourthly, trust is affected by electronic word of mouth, which means through reading the reviews or Go-Food's users' experiences in social media impact someone's trust towards the information. Fifthly, trust is affected by perceived value, which means if perceived value increases, then the user's trust will increase as well. After purchasing foods through the Go-Food applicaton, users can evaluate the services that they experienced. Through perceived value, users can evaluate the Go-Food application in terms of price, quality, and what they feel after having used it. Sixthly, this result indicates that electronic word of mouth affects positively and significantly on purchase decision if mediated by trust and that perceived value affects positively and significantly on purchase decisions if mediated by trust.
SUGGESTIONS AND LIMITATIONS
The suggestions of the research are: (1) the variable of electronic word of mouth has the lowest value compare to other variables based on the respondents' answers. Nonetheless, it is difficult for Go-Jek Indonesia Ltd. to direct its users to write good reviews on social media because it depends on what they feel about the Go-Food application. However, as long as the information and services are well provided, it is possible to create positive electronic word of mouth. Other important factors, such as information about price, food choices, and security in the Go-Food application should be appropriate to reality because any discrepancy between what is promised and what is experienced will decrease the level of user trust and their subsequent purchase decisions. (2) Perceived value itself is considered good by Go-Food users, and can be seen on in their average answer about the safety, food choices, and enjoyment in using this app. This result needs to be defended by Go-Jek and be improved to add more food items to the menu to increase interest in purchasing foods through the Go-Food application. (3) the existence of promotions by Go-Jek such giving a discount on particular foods will attract other users to engage in purchasing behavior. According to this research, the information about promos is mostly read by the respondents through social media, which is a practice that should be maintained. Moreover, the advantage of using promos will increase the user' s trust, perceived value, and results with a purchase decision. All the suggestions above need to be maintained in order to keep this application improving in the future.
The limitations of the research are: (1) this research proves that there are positive and significant affects between variables, weather dependent (trust and purchase decision) or independent (electronic word of mouth and perceived value). Further research can expand the indicators or add other variables that can affect purchase decisions such as service quality, word of mouth, or customer loyalty. (2) This research is limited to the Go-Food application owned by Go-Jek Indonesia Ltd. Future research can change the objects of research besides Go-Food, such as GoCar, Go-Mart, Go-Send, Go-Box, Go-Pulsa, Go-Massage, Go-Clean, or any transportation objects beyond Go-Jek's ownership. (3) The sample area of respondents is only those who live in Jakarta. Thus, additional research can take a wider respondent area and include other cities in Indonesia. Go-Jek itself is already spread across several cities, which will provide interesting insight to whether respondents' answers are consistent with the findings of this research.
